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1
SYSTEMS AND METHODS FOR SELECTING
TELEVISION ADVERTISEMENTS FOR A
SET-TOP BOX REQUESTING AN
ADVERTISEMENT WITHOUT KNOWING
WHAT PROGRAM OR CHANNEL IS BEING
WATCHED

BENEFIT CLAIMS TO RELATED
APPLICATIONS

This application claims benefit of provisional application
Ser. No. 61/393,834 filed Oct. 15, 2010, which application is
hereby incorporated by reference as if fully set forth herein.

BACKGROUND

The field of the present invention relates to targeted deliv-
ery or presentation of advertisements within television con-
tent displayed on a viewing device such as a television (“TV”)
using a set-top box (“STB”).

To satisfy various laws, regulations, or policies pertaining
to user privacy in an online environment, a primary goal is to
maintain segregation of a user’s personally identifiable infor-
mation (“PII”) from that user’s online behavioral profile
information (e.g., sites visited, content viewed, searches
requested, or products purchased). It has also been deemed
desirable, from a privacy perspective, to maintain similar
segregation between (i) a user’s online profile information
and (ii) information or data on specific television viewing
habits or profiles linked to a specific STB, even though that
viewing data may not constitute PII.

Due to privacy reasons, it is desired to avoid reporting
which TV programs or channels have been viewed using a
specific STB.

Recording or tracking user behavior in one medium in
response to presumed behavior in another, and correlating
those behaviors, are also desirable goals. Such capability can
enable an advertiser to target future ads more accurately, to
evaluate the effectiveness of particular ads or ad campaigns,
or for other purposes. PII may (or may not) be used to estab-
lish an association between devices of differing media.

It is therefore desirable to solve the technical problem of
providing systems and methods for selecting and delivering
television advertisements (“TV ads™), in some cases includ-
ing targeted television advertisements, in response to an indi-
cation that a set-top box requires advertisements, without
knowledge of which television program or television channel
is being presented via that set-top box.

It is also desired to generate (or store) STB-originated
reports of which selected or default TV ads were delivered
within which TV programs or on which TV channels, so as to
report to the advertiser the exact number of ads delivered to
the target audience through STBs and the amount owed by the
advertiser as a consequence, and to report to TV ad space
sellers the amount of inventory used in delivering ads and the
amount they are owed as a consequence.

In instances when an advertisement is selected without
knowledge of which TV program or channel is being pre-
sented via the STB, it also may be desirable to provide report-
ing in the form of aggregate data for multiple set-top boxes
indicating how many times a given television advertisement
was presented.

It also may be desirable to track and correlate online behav-
ior of, or target online advertisements (i.e., any advertisement
transmitted to an online user interface device via the Internet,
its successor, or another remotely accessible network) to, a
user based on previous presumed delivery of television adver-
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tisements to that user’s set-top box. It further may be desir-
able to do so despite the use of dynamic device addresses for
the user’s online access or television service, or while main-
taining segregation of the user’s PII, television viewing hab-
its, and online behavioral profile information.

SUMMARY

Aspects of a technical solution disclosed herein can be
summarized as follows: Following a STB-originated request
to deliver an advertisement, an array of TV ads is selected by
aprogrammed ad server computer system that lacks access to
data indicating which TV program or TV channel is being
viewed on the requesting STB. The array contains at least one
ad corresponding to each possible TV program in the current
time slot, where each possible TV program is a TV program
for which prearrangements exist for the ad server to deliver
TV ads during that program. The array of advertisements is
made available to a separate device (either the STB itself or a
server that can communicate with it) that knows what pro-
gram or channel the STB is displaying.

Afterwards, if desired, viewing of one or more of the
selected TV ads can be presumed and an action can be taken
with respect to an online user interface device (such as a
computer, game machine, or mobile phone) associated with
the STB, which action is either (i) causing delivery to the user
interface device an advertisement targeted based on the pre-
sumed viewing of the TV ads, or (ii) identifying a correlation
between the presumed viewing of the TV ads and subsequent
online behavior that is conducted using the online user inter-
face device and that is or has been recorded or tracked.

A method comprises using a programmed hardware com-
puter system to identify certain television programs or tele-
vision channels that permit or desire selected advertisements,
and to automatically make available to a device a first set of
selected television advertisements. The television programs
or channels are identified automatically in response to receipt
of first electronic data indicating selected advertisements are
desired for a first set-top box, using second electronic data
that identify the television programs or television channels.
The television programs or television channels are available
for viewing in a time slot during which the first electronic data
was received. The first set contains a plurality of television
advertisements, each advertisement corresponding to one of
the identified television programs or television channels. The
device has access to third electronic data indicating which of
the television programs or television channels is currently
being presented via the first set-top box, so that at least one of
the selected television advertisements can be presented via
the first set-top box while the corresponding television pro-
gram or television channel is being presented. The computer
system selects and makes available the first set of television
advertisements without access to the third electronic data.

The device can comprise (i) the first set-top box, (ii) a
server controlled by a provider of television content to the first
set-top box, or (iii) a server that receives the third electronic
data from a provider of content to the first set-top box and in
response causes at least one of the selected advertisements to
be presented via the first set-top box.

The method can further comprise automatically causing,
based on electronic indicia identifying the selected television
advertisements, an action to be taken with respect to online
activity through one or more online user interface devices that
are associated electronically with the first set-top box. The
action can include (i) directing an online advertisement to one
of the online user interface devices or (ii) causing recording
that a select online activity, which was tracked from one of the
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online user interface devices, occurred subsequent to the
selection of the television advertisements.

The method can further comprise receiving aggregate data
pertaining to how many times a particular television adver-
tisement in the set selected for the first set-top box was pre-
sented via any of a multitude of set-top boxes that includes the
first set-top box. The aggregate data can further include the
number of times the particular advertisement was presented
in connection with an identified television program or televi-
sion channel as well as time and date information related to
presentation of the particular advertisement in connection
with the identified television program or television channel.

The television advertisements can be selected based on
profile information associated with a user of the first set-top
box or associated with a user of one or more online user
interface devices that are associated electronically with the
first set-top box. The profile information can include infor-
mation gathered offline or can include online profile informa-
tion associated with one or more of the online user interface
devices. The selection of the television advertisements can
further include, for each of the identified television programs
or television channels, identifying which user of one of the
online user interface devices is most likely to watch that
television program or television channel.

Objects and advantages pertaining to selection of televi-
sion advertisements for presentation within television content
via a set-top box following a set-top-box-originated request to
deliver an advertisement, without knowing which television
program or television channel is being presented on the
requesting set-top box, may become apparent upon referring
to the exemplary embodiments illustrated in the drawings and
disclosed in the following description and/or claims.

This summary is provided to introduce a selection of con-
cepts in a simplified form that are further described below in
the Detailed Description. This Summary is not intended to
identify key features or essential features of the claimed sub-
ject matter, nor is it intended to be used as an aid in determin-
ing the scope of the claimed subject matter.

BRIEF DESCRIPTION OF THE DRAWINGS

FIG. 1 illustrates schematically an exemplary system for
selecting television advertisements, without knowing what
program or channel is being watched, for a set-top box that
requests an advertisement.

FIG. 2 illustrates schematically another exemplary system
for selecting television advertisements, without knowing
what program or channel is being watched, for a set-top box
that requests an advertisement.

FIG. 3 illustrates schematically another exemplary system
for selecting television advertisements, without knowing
what program or channel is being watched, for a set-top box
that requests an advertisement.

FIG. 4 illustrates schematically another exemplary system
for selecting television advertisements, without knowing
what program or channel is being watched, for a set-top box
that requests an advertisement.

FIG. 5 illustrates schematically another exemplary system
for selecting television advertisements, without knowing
what program or channel is being watched, for a set-top box
that requests an advertisement.

FIG. 6 illustrates schematically another exemplary system
for selecting television advertisements, without knowing
what program or channel is being watched, for a set-top box
that requests an advertisement.
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4

The embodiments shown in the drawings are exemplary
and should not be construed as limiting the scope of the
present disclosure and/or appended claims.

DETAILED DESCRIPTION OF EXEMPLARY
EMBODIMENTS

Various systems for performing methods disclosed or
claimed herein are illustrated schematically in FIGS. 1-6.

In some implementations (FIGS. 1 and 4), an unaffiliated
third-party provider (ISP/TVP 22/24) of both television ser-
vice and online access to the user facilitates direction of
television advertisements to the STB 36 and electronically
associates an STB identifier and an online user interface
device identifier. Typically in such implementations, indicia
of the STB identifier are neither received from the ISP/TVP
22/24 nor included in the online profile information.

In other implementations, the STB identifier and the online
user interface device identifier are electronically associated
by sharing a common IP address (or portion thereof), e.g., by
being connected to a common LLAN 300 through which each
is provided with online access (FIGS. 2, 3, 5, and 6; in FIGS.
2 and 5, both online access and television service are provided
by ISP/TVP 22/24; in FIGS. 3 and 6, ISP 22 provides online
access and TVP 24 provides television service).

In still other implementations, the STB identifier and the
online user interface device identifier can be electronically
associated in other suitable ways, including by an unaffiliated
third party other than the TVP.

An electronic association between a STB identifier and an
online user interface device identifier is sometimes referred to
herein as an association between the devices themselves, i.e.,
between the STB and the online user interface device; such
differing terminology can be used interchangeably, even
though the underlying electronic association is between the
respective identifiers.

An exemplary method for delivering selected television
advertisements, that can be targeted based on profiles associ-
ated with an STB or with computers associated with the STB,
without knowing the television program or television channel
being watched on the STB can include the following.

An electronic request for a television advertisement is ini-
tiated automatically by an STB 36 used to present television
content during a given time slot. The request is transmitted to
an ad server 40 (directly or indirectly; represented schemati-
cally in the drawings by arrow 103, or by arrow 102 if the ad
request is transmitted by the STB through a connection to
LAN 300). The TV ad request that reaches the ad server does
not include indicia specifically identifying the TV channel or
TV program being presented via the STB at the time of the ad
request (represented schematically in the drawings by trun-
cated arrow 203).

In response, the ad server 40 checks for television pro-
grams within the time slot for which prearrangements exist
for the ad server to deliver TV ads during those programs, in
many cases including targeted TV ads. In a specific example
and without loss of generality, assume the STB is used for
watching television at 7 PM and there are five television
programs available at that time for which prearrangements
have been made for including TV ads.

The TV ads can be spatially juxtaposed with or overlaid on
the television program (e.g., banner ads) or can be temporally
interleaved with the television program (e.g., traditional 15-,
30-, or 60-second spot ads).

The STB 36 can be associated with an offline profile asso-
ciated with the household or business receiving TV service
with aid of the STB. For example, a TV service provider 24
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can use a subscriber’s PII to append an offline profile origi-
nating from offline database companies to the subscriber’s
profile. That offline profile can be associated with the STB.

Alternatively, or in addition, the STB can be associated
with one or more online user interface devices 34 (e.g., com-
puters or mobile devices such as smart phones), each of which
has an associated online profile that is presumed to corre-
spond to a user that is a member of the household in which the
STB 36 is found. An online interface device may also be
associated with an offline profile. The manner of those asso-
ciations is described further below and in related patents and
patent applications listed herein.

For each of the five TV programs, the ad server 40 (i)
determines which of the household members is most likely to
be watching that program based on the corresponding online
profile (e.g., using methods disclosed in the applications
listed herein) or determines which offline profile attribute or
attributes from the offline profile associated with the STB is
better to target with an ad within the TV program, and (ii)
selects a corresponding TV ad targeting one or more profile
attributes of that household member’s online profile or tar-
geting one or more attributes determined in step (i) from the
offline profile associated with the STB. The selection of TV
ads can be done in real time, in response to the STB request,
or can be done ahead of time and stored in preparation for
such a request.

The ad server delivers the targeted TV ads selected for all
five programs to the STB (directly or indirectly; represented
schematically in the drawings by arrow 102 or 104), on the
assumption that one of those programs is the one being
watched during the time slot.

In some implementations a computer program running on
the STB 36 is responsible for originating the ad requests. That
computer program, in some cases, can originate ad requests
only within TV programs for which prearrangements have
been made for the ad server to deliver targeted TV ads during
those programs. If such is the case, in the example discussed
just above, the ad server can infer that one of the five TV
programs is being watched on the STB that requesting the
advertisement, because an ad request would not have origi-
nated from that STB during that time slot unless the STB was
displaying one of the five TV programs.

In one example, the computer program running on the STB
36 that is responsible for originating the ad requests con-
stantly operates on the STB, regardless of the time of day and
viewed TV program or TV channel, and operates to originate
ad requests whenever there is an available ad slot withina TV
program displayed using the STB. In another example, the
computer program could be downloaded to the STB and runs
only within TV programs within which prearrangements have
been made for the ad server to deliver targeted TV ads during
those programs. Of course, ad requests originating from the
STB could be implemented in other ways as well.

Examples of offline profile attributes associated with the
STB include the gender and age of different members of the
household, the household annual income, the household geo-
graphical location, whether the household members live in a
rented or owned apartment or house, and products and ser-
vices acquired using household members’ credit cards in the
last three years. An example of a combination of offline
profile attributes that the ad server might determine would be
better targeted within a specific TV program is determining
that a female 35 years old (where the gender and age are two
of the offline attributes associated with the STB) would be
better targeted within the TV program ‘Desperate House-
wives’ (which might be one of'the five programs) because the
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audience demographics for that program reveal that watchers
tend to be predominately female.

In some exemplary implementations, the STB 36 can com-
municate directly with the ad server 40 (e.g., if a shared LAN
architecture 300 is used in which the STB and household
computers share an Internet connection, as in FIGS. 2, 3, 5,
and 6; ad delivery represented schematically in those draw-
ings by arrow 102). In that case, the STB receives all five
targeted ads for each of the five television programs.

The STB can select, from among those five TV ads, the one
that corresponds to the television program being watched at
the time (assuming the program being watched is one of the
five). The other four ads can be discarded, or they can be
retained for later presentation, such as if the STB detects
(within the given time slot, e.g., before the slot ends, such as
at 7:30 PM or 8 PM) that the channel has been changed to one
of the other programs.

In other exemplary implementations, the STB 36 commu-
nicates only indirectly with the ad server 40 (e.g., via ISP/
TVP 22/24 or TVP 24 as in FIGS. 1-3, or via an intermediate
“ad selection engine” server 400 under the control of an
ISP/TVP 22/24 or a TVP 24, perhaps provided by a third
party, as in FIGS. 4-6; ad delivery represented schematically
in the drawings by arrow 104). A TVP server or an interme-
diate server receives the STB ad request that includes the TV
program being watched on the STB, relays indicia of the ad
request to the ad server (without revealing the TV program or
channel being watched; represented schematically in the
drawings by truncated arrow 203), receives from the ad server
the five delivered TV ads, selects one of the received TV ads
based on the television program being watched, and delivers
that TV ad to the STB for presentation. Again, as explained
above, the other four ads can be discarded or retained. The
television ads can be delivered in this manner even if the STB
has online access through LAN 300.

The ad server 40 can send either to the intermediary server
400 or to the STB 36 or to another computer (not shown)
aware of the actual ad presented by the STB a frequency cap
limiting the number of times any ad, or a particular ad, should
be delivered to a STB, e.g., within a particular television
program or within a given time window. For example, the ad
server can specify that a car insurance ad from Company X
should not be delivered to a specific STB more than three
times in any 24-hour time window, regardless of which tele-
vision programs are watched using that STB. The STB can
track and store indicia or data identifying each delivered TV
ad, orthe “ad selection engine” server can track and store such
indicia or data, to enable compliance with such a cap.

After one or more TV ads are delivered to the STB 36 and
presented on a television 38, the STB can report to the ad
server 40 which TV ads were delivered within which televi-
sion programs. Regardless of the specific implementation or
system architecture, that report typically is made to the ad
server via an intermediary server. Such intermediate server
can be the “ad selection engine” server 400 described above,
an EBIF server that also fulfills the reporting function, or a
separate, dedicated server. The intermediary server anony-
mizes or aggregates the data so that the ad server never learns
which television programs or channels were watched on any
specific STB identified by a STB identifier or by an online
user interface device identifier associated with the specific
STB.

Reports from the intermediary server can occur following
each TV ad delivery or can be accumulated and reported in
aggregate at any suitable or desirable time interval. The
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reported data enable proper charging or crediting of revenue
based on presentation of particular TV ads during given TV
programs.

If the STB 36 is capable of communicating the report
directly to the ad server 40 without revealing any unique STB
identifier or any online user interface device identifier asso-
ciated with the STB, then such a direct report can be
employed, and an intermediary server is not necessary. How-
ever, direct reporting typically would not be done if the STB
communicates directly with the ad server through an IP
address via a shared LAN 300, because the ad server could
use the IP address to identify online user interface devices
sharing the LAN with the STB and therefore link the viewing
of a TV program or TV channel reported by the STB with
online profiles of the online user interface devices sharing the
LAN with the STB (and therefore associated with the STB).
Even though online user interface devices 34 are typically not
associated with PII, the association of reported TV viewing
on a single STB with an online user interface device might
create an impression of tying reported TV viewing on a single
STB with an individual, which is considered unacceptable to
many privacy advocates, in contrast to the reporting of aggre-
gate number of TV ad views on many STB, which is consid-
ered acceptable. Data aggregation is described further below.

After causing the direction of the five selected TV ads to the
STB 36, the ad server 40 can add or link indicia of that
direction or the assumed viewing of those ads to one or more
online profiles associated with the STB. The profiles can also
be updated with indicia of the program or channel on which
the TV ad selection was based or during/on which the TV ad
is intended to be presented.

In one example, the ad server can add, to each profile,
indicia of only a TV ad selected and delivered on the basis of
that profile (e.g., if a TV car ad was directed based on profile
of online user interface device #1 out of multiple profiles of
online user interface devices associated with the STB, then
only profile of online user interface device #1 is updated to
reflect delivery of that TV car ad). Alternatively, all of the
profiles of associated online user interface devices can be
updated to include indicia of all five TV ads that were directed
to the associated STB as well as an indicia of the specific TV
program within which each TV ad was expected to be deliv-
ered. This is described in more detail below.

After one or more associated online profiles are updated
with or linked to indicia of the delivered TV ads, subsequent
online activity on devices associated with those profiles can
be correlated with the presumed viewing of the TV ads.
Instead or in addition, ads can be targeted to online user
interface devices 34 (e.g., computers, game players, or
mobile devices) associated with the online profiles based at
least in part on the presumed viewing of the delivered TV ads.
These are described in more detail below.

One advantage provided by updating all associated online
profiles with indicia or data pertaining to all five delivered TV
ads is the following: The actual television program watched
on a specific STB 36 never is disclosed to the ad server 40
(represented schematically in the drawings by truncated
arrow 203). Furthermore, even if the ad server could infer
such information, it cannot know with certainty which house-
hold member actually viewed that program (or even that any
household member was actually watching the TV when the
TV ad was delivered).

By including in all associated online profiles indicia that a
given selected TV ad was delivered, the effectiveness of that
TV ad can be more accurately assessed by correlating subse-
quent online behavior to presumed viewing of each delivered
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TV ad, or online ads can more likely reach the intended
targeted household member (while perhaps also reaching
unintended targets).

In a specific example, perhaps a first household member
viewed the selected TV ad but then asked a second household
member to get further information online. By tracking and
correlating online activity of both household members with
the delivery of the selected TV ad, a more complete picture of
the impact the TV ad had on the household’s collective
online, research, or purchasing behavior can be obtained.

The method disclosed above can be employed even if the
selected, directed TV ads are broadcast advertisements gen-
erally shown to a category of (or all) viewers, as opposed to
targeted ads based on specific profile information associated
with the STB 36 or with an online user interface device 34
associated with the STB. For example, a suitable broadcast
TV ad can be selected for each of the five TV programs in the
7 PM time slot, without referring to any associated online
profiles. The remainder of the method (e.g., subsequent
reporting, online profile updates, or correlating) can be per-
formed as described whether the TV ads are targeted or not.

In one example of correlating subsequent online activity, a
TV advertiser can be informed if an online visit is made, using
a computer or mobile device 34 associated with the STB 36 to
which the advertiser’s TV ad was delivered previously, to the
TV advertiser’s online site. If that visit is made to the TV
advertiser’s online site, the TV advertiser can also be
informed of the date and time of the online visit, information
about the online activity of the visitor on the site, possibly
whether the visit was made using a computer or a mobile
phone, the display date and time of the TV ad that preceded
the online visit and was delivered to the STB associated with
the online user interface device, and the TV program or TV
channel through which the ad was delivered. Even though the
reporting company cannot tell the advertiser for sure that the
channel/program was displayed using the STB, because the
ad server is not told that information, if a visit is made to the
online site shortly after direction to the STB of the five TV
ads, one of which is the advertiser’s specific ad, then it can be
inferred that a household member watched the TV ad and that
the ad had some impact.

In another example of correlating subsequent online activ-
ity, the online profiles need not be updated with indicia of the
TV ad delivery. Instead, the ad server 40 can monitor all the
computers or mobile devices 34 that visit the TV advertiser’s
online site. Of those, any devices having an online user inter-
face identifier (e.g., a cookie) associated with the STB 36 the
TV ad was directed to, is reported to the TV advertiser as used
by someone likely to have seen the delivered TV ad.

In either of those cases, a report can be created for the
advertiser that links the TV ads delivered to STBs, which can
include: TV channels watched, TV programs watched, geo-
graphical locations of the STBs (extracted from STB IP
addresses, from demographic online profile information,
from associated computers or mobile devices, or from asso-
ciated offline data received online, e.g., according to one or
more of the patent or applications listed above), dates and
times of the TV ad delivery and of subsequent online visits to
the TV advertiser’s online site from computers or mobile
devices associated with the STBs, the type of device used for
those online visits, the lengths of those visits, and the specific
nature of the subsequent online activity during those visits.

Systems or methods disclosed above may be extended or
integrated with systems or methods disclosed in:

U.S. non-provisional application Ser. No. 11/736,544 filed

Apr. 17, 2007 (Pub. No. US 2008/0259906 A1),
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U.S. non-provisional application Ser. No. 11/968,117 filed
Dec. 31, 2007 (Pub. No. US 2009/0172728 A1),

U.S. non-provisional application Ser. No. 12/131,798 filed
Jun. 2, 2008 (Pub. No. US 2009/0300675 A1),

U.S. non-provisional application Ser. No. 12/131,824 filed
Jun. 2, 2008 (Pub. No. US 2009/0299843 A1),

U.S. non-provisional application Ser. No. 12/257,386 filed
Oct. 23, 2008 (Pub. No. US 2009/0049468 A1),

U.S. non-provisional application Ser. No. 12/688,731 filed
Jan. 15, 2010 (Pub. No. US 2010/0180013 A1),

U.S. non-provisional application Ser. No. 12/860,666 filed
Aug. 20, 2010 (Pub. No. US 2010/0325659 Al); and
U.S. non-provisional application Ser. No. 12/906,007 filed

Oct. 15, 2010 (not yet published).

Each of the above-listed applications and publications is
incorporated by reference. Although the above-listed appli-
cations use similar terminology, there may be some differ-
ences between terminology used in those applications and
that used in the present disclosure or claims. The definitions
or descriptions set forth in the present disclosure shall apply
herein if inconsistent with one of the other applications and
publications identified in the preceding paragraph.

Some of the terms used in the present disclosure or
appended claims are defined as follows.

Television provider (TVP)—an entity that provides televi-
sion service to a subscriber or user via any suitable transmis-
sion medium, including but not limited to coaxial cable, fiber-
optical cable, network cable, phone line, satellite
transmission, cellular transmission, 3G transmission, 4G
transmission, WiMax transmission, WiFi transmission, other
IEEE 802 transmission, or VHF or UHF transmission.

Internet service provider (ISP; equivalently, an online
access provider)—an entity that provides online access to a
subscriber or user via any suitable transmission medium,
including but not limited to coaxial cable, fiber-optical cable,
network cable, phone line, satellite transmission, wireless
transmission (e.g., 3G, 4G, WiMax, WiFi, or other IEEE 802
wireless protocols), or VHF or UHF transmission. The online
access enables the subscriber to access the Internet and its
myriad online sites, or to access any future network successor
to the Internet.

ISP/TVP—in some instances a single entity (or providers
controlled by a single entity) can provide to one or more
subscribers or users both television service and online access.
Such an entity is referred to herein as an ISP/TVP. Although
an ISP and a TVP may be represented schematically in the
drawings by separate labeled boxes, the drawings are
intended to encompass implementations in which the ISP and
the TVP are independent entities as well as other implemen-
tations in which a common ISP/TVP provides both services.

Set-top box (STB)—a device that connects a television and
a signal source. As is recognized by those of skill in the art, a
“television” is any device known in the art or developed
hereafter that is capable of presenting television content to a
viewer or user, e.g., a CRT or flat panel television set, a home
theater system, a computer monitor, a tablet computing
device, or a mobile phone or other handheld device. Some
examples of STBs include cable boxes (often combined with
personal video recorders), online-coupled gaming machines,
appropriately configured computer systems that can drive a
computer monitor, or modules of a mobile phone system
allowing content presentation. The STB receives an incoming
signal, extracts content from the received signal, and trans-
mits the extracted content to the television to be presented to
a viewer.

The signal source can be one or more of a computer net-
work cable (e.g., an Ethernet or other transmission-speed
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cable), a satellite dish, a coaxial cable connected to a cable
television system, a telephone line or digital subscriber line
(DSL), a wireless network connection (e.g., via a cellular
telephone network, WiFi, or other wireless connection), an
antenna (VHF, UHF, digital, or other), or another suitable
signal source. The content can include, but is not limited to,
video (which often can include an audio portion), audio,
Internet web pages, interactive games, or other content. An
STB may or may not include a dedicated television tuner.

Each STB typically is assigned an identifier of some sort by
the corresponding TVP, e.g., to enable the TVP to direct
specific signals or programming to a specific STB, to identify
the source of requests, commands, queries, or responses
received from a particular STB, or for other purposes. Insome
instances such an STB identifier might be known only to the
corresponding TVP and not available for outside communi-
cation. If the STB is connected to the Internet as a signal
source (directly, through another device, or through the cor-
responding TVP; connected to the Internet only, or also con-
nected in parallel to another signal source such as a cable
television transmission infrastructure), the STB identifier can
include an STB IP address (i.e., an Internet Protocol address)
or a tag such as a cookie. If the STB is connected to both the
Internet and another signal source, the STB identifier can
include an identifier specific to the other signal source in
addition to an STB IP address, tag, or cookie. In some
instances the STB identifier is static, while in other instances
(particularly those involving an STB IP address) the STB
identifier is dynamic and can change from time to time. In
examples wherein the STB identifier includes an IP address,
network traffic can in some instances be directed to the set-top
box via its IP address without the sender being aware that the
IP address corresponds to a set-top box.

Despite its name, an STB need not be physically located on
top of a television set literally. Under current technology,
STBs often are located physically adjacent to the television
set, such as in a media cabinet or the like, but it is not even
necessary that the STB be located in proximity to the televi-
sion. Nor is it necessary that the STB be a box, literally.
Rather, a STB might be implemented, for example, as a
circuit board, integrated circuit, set of integrated circuits, or
software that is physically integrated with another “box,”
such as the television, a cable or other connection, a com-
puter, a mobile phone, or a building equipment or junction
box, which also has other functions, or without being housed
in any “box” at all.

Online user interface device—any user interface device
used to access a remote network such as the Internet at least
intermittently, including but not limited to a smart phone or
mobile handset, a personal digital assistant (PDA), a game
console, or a networked computer (desktop, workstation,
notebook, laptop, or other).

Online access device—any device used to connect an
online user interface device to a remote network such as the
Internet, including but not limited to a modem, a wired or
wireless router, a wireless access point, a wired network
adapter (e.g., Ethernet adapter), a wireless network adapter
(e.g., WiFi, other IEEE 802.11, WiMax, ED-VO, EDGE,
HSPA, CDMA, GSM, or other), or an optical fiber based
network adapter (e.g., a network interface unit or optical
network terminal). Different types of online access devices
can be and sometimes are combined into a single unit (e.g., a
modem that also functions as a router for a LAN). An online
user interface device and an online access device can be, and
sometimes are, combined into a single unit (e.g., a computer
with a built-in Ethernet adapter, wireless adapter, or modem,
or a mobile phone that can be used for online access).
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Each online access device typically is identified on the
Internet by an Internet Protocol address (i.e., an IP address;
currently, under IPv4, an IP address comprises a sequence of
four numbers each ranging from 0 to 255, ie., a 32-bit
address; under IPv6, an IP address comprises a 128-bit
address; other, future-developed IP address protocols shall
fall within the scope of the present disclosure or appended
claims). Every transmission of data over the Internet includes
a destination IP address to enable the transmitted data to reach
its intended destination. In some instances an online access
device has a static IP address, while in other, more common
instances an online access device has an IP address that is
dynamic and changes from time to time. Although IP
addresses are referred to herein for enabling data transmitted
via the Internet to reach its intended destination, that termi-
nology is intended to encompass any functionally equivalent
online access device identifier employed to route such trans-
mitted data to its intended destination through the Internet or
through any future successor network.

Router—any device that acts as a junction between net-
works, to buffer and transfer data between or among them.
For example, a router can be employed to connect a local area
network (LAN) to the Internet, thereby enabling online user
interface devices connected to the LAN to share a connection
to the Internet through the router. The router receives data
from devices on the LAN and transmits them to the Internet
directed to their corresponding destinations, and receives data
from the Internet and directs them to the corresponding
devices on the LAN.

Modem—a device that enables online access by a user by
acting as an interface between the online access provider’s
network transmission system and the user’s computer or
other online user interface device. Modems vary according to
the type of provider network transmission system. Unless a
specific type of modem is specified, the term “modem” shall
encompass telephone modems, cable modems, DSL
modems, wireless modems, satellite modems, or modems for
providing online access to any other suitable network trans-
mission system.

User (equivalently, subscriber, viewer)—the term “user”
shall be construed as what is thought to be an individual
person receiving online access or television service at a deliv-
ery end-point, which is typically located within a household,
office, business, or other site or establishment served by an
online access provider or TVP. A single household, office,
business, or other location often has multiple users. In some
instances, a business having multiple physical locations may
be served by separate online or television services, but in
other instances, a business may have an internal LAN or WAN
that extends service provided to multiple physical locations.
Also, some online user interface devices and televisions are
portable, and can access the service from remote locations.
Accordingly, the term “user” does not require a fixed or single
location in such instances. Reference to a “user” in some
contexts actually refers to computer-controlled activity
(monitoring, advertisement delivery, etc.) done in connection
witha device (e.g., television, phone, laptop, or fixed-location
computer) thought to be operated by the individual person
called the “user.” However, it is understood that a given device
might be operated by multiple persons, such as different
members of a household or business, at different times.

Behavioral targeting—the delivery of specific advertise-
ments to a user, the advertisements being selected on the basis
of activity of the user, typically recent activity, including but
not limited to: online or television-based searches conducted
by the user; content viewed or otherwise accessed by the user
online or on television; online or television advertisements

25

40

45

12

viewed, clicked on, interacted with, or otherwise accessed by
the user; shopping or purchases made by the user online or
through a television; and any other form of previous user
online or television activity.

Central Ad Server (CAS)—a computer server that man-
ages delivery of advertisements (television or online) to visi-
tors of online sites or viewers of television programs. A local
ad server can be typically run by a single publisher to serve
ads to visitors of one or more websites or viewers of television
programs of that publisher, or by a single advertiser to serve
ads into ad space acquired by the advertiser on various web-
sites or television programs. A third-party or remote ad server
typically is remotely located and delivers advertisements of
various advertisers to visitors of websites or viewers of pro-
grams of multiple publishers. The remote ad server acts as a
central conduit for delivering advertisements, enabling adver-
tisers and publishers to track the distribution of their online or
television advertisements and to control the rotation and dis-
tribution of their advertisements across the Internet or televi-
sion system from one location. Either a local or a remote ad
server can be considered a CAS. The advertisements can be
stored on the CAS for later delivery, can be transmitted to the
CAS and then delivered from the CAS upon receiving an ad
request, or can be delivered from another source in response
to an ad request received and routed by the CAS. Examples of
third-party ad servers include DoubleClick’s DART for Pub-
lishers central ad server (also known as DFP) and Double-
Click’s DART for Advertisers central ad server (also known
as DFA). In some cases, a CAS can be owned or used by a
TVP, an ISP, an STB provider or modem provider, an online
content provider, a profile aggregator, a profile distributor, an
ad broker, an ad network, an ad exchange, an ad agency, an
online advertiser, a TV advertiser, a TV ad space owner, or a
TV content provider, representatives or proxies of any of
those entities, or other entities. In some instances that CAS
will operate independently of an ISP or TVP.

Profile provider—An entity that has or collects profile
information that is used to target advertisements. In the con-
text here, the profile provider controls or cooperates with a
CAS, which receives all or part of the profile information
from the profile provider for use in targeting television or
online advertisements. User profile information derived from
online or television activity can include, for example,
observed online behavior of a user accessing the Internet
(e.g., online content viewed or accessed, online searches per-
formed, online purchases made, or times and dates of such
behavior), observed viewing or interaction behavior of a tele-
vision viewer (e.g., television programs or ads viewed,
responses to interactive programs or ads, or times and dates of
such behavior), or demographic information collected from
an Internet user or television viewer.

Examples of profile providers can include, but are not
limited to, any entity that owns, controls, or uses: (1) a visited
Internet site server; (2) a server delivering content, images,
audio, video, text, or any combination directed to an online
user interface device (such as a computer or other online
interface device) via an online access device (such as a
modem or router), either directly or indirectly (e.g., via a
redirect); (3) a server delivering content, images, audio,
video, text, or any combination directed to a television via a
STB (indirectly via a TVP; or directly via an STB IP address,
without necessarily being aware that the IP address in ques-
tion corresponds to a STB); (4) a server delivering an ad to an
online user interface device via an online access device on
behalf of an advertiser or an ad network; (5) a server deliver-
ing a television ad to a television via a STB (indirectly via a
TVP; or directly via an STB IP address, without necessarily
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being aware that the IP address in question corresponds to a
STB) on behalf of an advertiser or an ad network; (6) a server
recording an activity conducted from an online user interface
device such as a click on an ad or a link to an ad, a viewing of
anad, a click on a link to particular content, a search, a request
for product information, receipt of particular content, a prod-
uct purchase, a telephone call made, or any other selected and
definable user activity; or (7) a server facilitating instant
messages or any other kind of communication on behalf of the
user.

Another example of a profile provider is: (8) a company
sponsoring and having access to a software program located
on the user’s computer or other online user interface device
that can observe the user’s online activity (with the user’s
permission), such as a browser toolbar or desktop search
software. A profile provider, broadly, can be: (9) any entity
able to collect behavioral profiles (e.g., observed online activ-
ity) or demographic profiles (provided by the user), typically
including a device identifier (e.g., an online user interface
device identifier) used when profile information was
observed or collected and the date and time that profile infor-
mation was observed or collected, regardless of whether or
not the entity collected the profile information directly
through contact with the user’s computer or indirectly from
another entity such as those listed in this definition. In some
cases, a user’s online activity will result in direct contact
between the online user interface device (via an online access
device) and the profile provider, e.g., if the profile provider is
anonline commerce site, the user makes a purchase at the site,
and the online commerce site generates a profile for that user.
In other instances there may be no direct contact between the
profile provider and the user, e.g., if the user makes a purchase
at an online commerce site that in turn reports information
pertaining to the user to the profile provider. In some situa-
tions, also, a profile provider might also own or otherwise
controla CAS, in which case user profiles can be immediately
available to the CAS without need to transmit between enti-
ties.

Profiles or partial profiles provided by a profile provider to
a CAS can contain any quantity of profile information, such
as, in one example, just an online access I[P address or STB IP
address (not necessarily identified as such) used by a person
at the time his profile was collected and the identity of the
profile provider. The profile can include, e.g., a profile iden-
tifier or profile name, a username, or a login 1D, or other
online user interface device identifier; the profile can be ref-
erenced by or included in a cookie or tag placed on a user’s
online user interface device. The IP address can be provided
by the profile provider itself or might be obtained by the CAS
when a user engages in any online activity or provides an item
of demographic information and is redirected by a profile
provider to the CAS. In another example, a profile can be
more extensive and can include demographic or online
behavioral information, such as an extensive browsing his-
tory, shopping or purchase histories, content or programs
viewed online, and other information concerning the user’s
characteristics or the user’s activities. In some instances a
profile includes PII (typically provided by the user); in other
instances it does not. The profile need not be stored in a single
location; profile information that collectively defines a single
user profile can be stored in one or more databases on one or
more servers, in tags or cookies placed on one or more user
interfaces devices, or at a combination of those locations.
Although the profile provider is an entity, many or most of the
actions attributed to the profile provider are actually per-
formed by equipment under the administrative control of the
profile provider, such as computers, servers, software running
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on those computers or servers, network connection hardware
or software, or other equipment. Such actions may still be
characterized as being performed “by the profile provider,”
whether performed automatically, semi-automatically, or
manually.

Personally Identifiable Information (PII)—information
that can be used to identify a specific person, including but not
limited to: name, Social Security number (SSN), date of birth,
street address, email address, static IP address (if any), phone
number (home, work, wireless), financial account numbers
(bank accounts, credit accounts, or any other financial data),
driver’s license number, vehicle registration number, vehicle
license number, facial photographs, fingerprints, handwriting
or signature, or any other information that can assist in iden-
tifying a specific person.

Non-Personally-Identifiable Information (non-PII)—in-
formation about a person that typically cannot be used to
specifically identify that person, including but not limited to:
city, state, or country of residence, age, gender, race, ethnic-
ity, school or workplace (if sufficiently large), salary or
income, hobbies, dynamically assigned IP addresses, online
sites visited, online searches conducted, or other information
that is useful to know about a person but does not by itself
allow one knowing the information to identify the particular
person.

Cookie—a text file placed on a user’s computer by any
server that also serves content of any type to the user’s com-
puter using browser software. That content can include, for
example, an entire web page, only a portion of a web page,
one or more images, or even a single pixel; the user need not
be aware of every server that delivers such content, and in
many cases is not (e.g., if that server delivers only a single-
pixel image). The cookie typically can be read or altered only
by a server operating under the same Internet domain as the
server that originally placed the cookie. The cookie file can be
used to identify a computer that has already been in contact
with the same domain (e.g., it can act as an online user
interface device identifier) and can also be used to store PII or
non-PII pertaining to a user of that computer. In a first
example, a cookie can store non-PII such as previous searches
conducted at the site, or pages viewed or visited at the site, by
the computer user. In a second example, a cookie can be used
to store a username used by the user to access a site, custom-
ized preferences of the user, or various pieces of PII. It should
be noted that a cookie file can also be created, altered, or
deleted by software located on the user’s computer.

Television advertisement (TV ad)—a full screen video ad,
a partial screen video ad, a banner ad, a text ad, an audio ad,
or any other form of ad suitable for delivery to and visual or
audible presentation by a television (as defined above) or
other device for delivering television content. TV ads can be
spatially juxtaposed with or overlaid on the television pro-
gram (e.g., banner ads) or can be temporally interleaved with
the television program (e.g., traditional 15-, 30-, or 60-second
spot ads).

In cases in which an online advertisement is directed to an
associated online user interface device 34 following delivery
of a set of television advertisements intended for set-top box
36, that online advertisement can be selected based at least
partly on the indicia derived from direction of the television
advertisements, or based on both those indicia and the indicia
derived from subsequent online activity. The online adver-
tisement thus selected can be directed to an online user inter-
face device 34 (not necessarily the same one used for the
subsequent online activity) that is previously, concurrently, or
subsequently indicated by or associated with the online user
interface device identifier.
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Indicia derived from the selected television advertise-
ments, the subsequent online activity, or the selected online
advertisement on the online user interface device can be
included in the online electronic profile information of the
user (e.g., by being linked in a database or by being stored in
one or more cookies on one or more online user interface
devices of the user). Depending on the specific implementa-
tion, the user online profile information or the electronic
association of online user interface device identifier and the
STB identifier may or may not include personally identifiable
information.

However, in no implementation does the method include
(1) receiving a report from the STB or the TVP of which
television program or television channel was being watched
using an indicated STB at the time of the direction of the
television advertisements (represented schematically in the
drawings by truncated arrow 203), (ii) receiving PII from the
TVP (represented schematically in the drawings by truncated
arrow 206), or (iii) transmitting online behavioral profile
information to the TVP (represented schematically in the
drawings by truncated arrow 204).

The set of television advertisements can be selected in any
suitable or conventional way, including based on user offline
or online profile information (i.e., targeted), geographical
location of the STB, the likely audience watching a television
program, or other criteria.

Many examples of selecting an advertisement based on the
profile associated with a set-top box 36 or an online user
interface device 34 are disclosed in various of the patent
applications listed above. A few examples include: directing
a car television advertisement based on visits to online auto
sites; directing a sporting goods television advertisement
based on online booking of a golf tee time; or directing an
airline television advertisement based on searching for a
remote travel destination on an online travel site. Myriad
other examples can be imagined or performed and fall within
the scope of the present disclosure.

In one implementation, the following process is utilized to
select the TV ad: First, as noted above, it is determined which
television programs are likely being watched on STB 36 at the
time STB 36 originates an advertisement request, such as by
matching the date and time against a list of television program
ad slots within which the company running the server is either
responsible or allowed to deliver selected TV ads. Such pre-
sumed or probable matches (even though in part based on the
timing of the ad request from or for STB 36) amount to
inferences concerning what the user in question is watching
and thus do not violate the condition that no information
regarding a user’s program or channel choices be received by
the company running the server CAS 40.

A probable match can be made between the matching
television programs and one or more online user interface
devices 34 associated with STB 36, whereby it is assumed
that a user who is associated with an online user interface
device 34 is watching the television program that appears on
the list. Examples of how a probable match is made between
television programs possibly running on STB 36 at the time
the advertisement request originated from STB 36 and online
user interface devices 34 associated with STB 36 include: A
probable match could be based at least in part on the nature of
the programming, a user preference for a specific television
program or channel that is indicated in the user’s online
profile (explicitly or inferentially), a match between demo-
graphic profile information in the user’s online profile and a
presumed demographic profile of a program’s or channel’s
audience, or other information in the user’s online profile.
Examples are disclosed in one or more of the patent applica-
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tions listed above, particularly application Ser. No. 12/131,
798 or 12/131,824. Then, for each user believed connected to
a user interface device 34, who is presumed to be watching a
certain television program, at least one television advertise-
ment can be selected based on the profile associated with
online user interface device 34.

The user online profile information, online user interface
device identifiers, or STB identifiers can be related or elec-
tronically associated for many or all of the users of a multi-
tude of users before directing television or online ads to any of
the multitude of users. Alternatively, the user profile informa-
tion, online user interface device identifiers, or STB identifi-
ers can be related or electronically associated for one or a few
of'a multitude of users at any given time as needed for direct-
ing television ads to the STB or ads to the online user interface
device, with additional user profiles and identifiers related or
electronically associated at later times for directing other
television ads to the STB of additional users or ads to the
online user interface devices of additional users. The relations
or electronic associations can include one or more of (i) an
earlier online user interface device identifier and a later STB
identifier, (ii) an earlier STB identifier and a later online user
interface device identifier, or (iii) contemporaneous online
user interface device and STB identifiers. Such differing rela-
tions and associations can become necessary, e.g., as IP
addresses are assigned and reassigned under DHCP, or as
different online user interface devices are connected to or
disconnected from a LAN.

The multitude of users can be any set made up of a large
number of users and does not necessarily include every user
having online access or television service through a particular
ISP or TVP. For example, the system described can operate
only with respect to a subset of users, such as those users who
have capabilities needed to implement this system (e.g., suit-
able hardware, software, or operating system), those who
have done some sort of subscription, or those selected based
on criteria as to which operation of the system is considered
desirable, less expensive to implement, or profitable. For
example, those users might be chosen that have STBs with an
operating system, software, or hardware capable of accepting
TV ads from a CAS. In any event, the fact that other users may
exist as to which the system does not operate is not intended
to negate the advantages of the system as to those users for
which the system does operate.

A user’s online user interface device 34 (e.g., a computer or
network-enabled cell phone) is connected in any suitable way
to the Internet 10 (via an integral or separate online access
device 32, e.g., amodem, router, or wireless adapter), usually
through online access provided by an ISP 22. The user’s
television 38 is connected for receiving television service
through a TVP 24 (via an integral or separate STB 36). The
drawing and examples disclosed herein encompass imple-
mentations in which the ISP 22 and the TVP 24 are indepen-
dent entities (FIGS. 3 and 6) as well as other implementations
in which a common ISP/TVP 22/24 provides both services to
a given user (FIGS. 1, 2, 4, and 5). In any of the disclosed
implementations, an online access IP address is assigned to
online access device 32 (e.g., a modem) in any suitable way
by the ISP 22. At any given time, any data or content directed
for online transmission to the online user interface device 34
is directed to or via the online access IP address assigned to
modem 32 at that time. That IP address can be static, but it is
more typically the case that the IP address is dynamic, and
changes from time to time as each new online access IP
address is assigned to the user’s modem 32 (by DHCP or
other suitable means).
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The STB identifier can assume more varied forms, which
can be employed alone or in any of various suitable or desir-
able combinations; in many instances, that STB identifier is
known only to the TVP 24. In some television transmission
systems, particularly those that employ set-top boxes with
only limited functionality (and perhaps no networking func-
tionality), each STB might be assigned an internal identifier
(static or dynamic) operative only within the scope of the
television transmission infrastructure of TVP 24, but without
direct access to or from any outside server, network, or system
(FIG. 1). TVP 24 mediates any exchanges of data or content
between the STB 36 and any outside server or system (such as
central ad server CAS 40, for example).

In some television transmission systems, STB 36 might be
provided with Internet access via TVP 24 (FIGS. 1 and 4), in
which case the STB 36 might be assigned an STB IP address
(static or dynamic) by TVP 24 (and in some cases only the
TVP 24 is aware that the STB IP address indicates a STB). In
some television transmission systems, STB 36 might be pro-
vided with Internet access through its own modem (separate
from modem 32 or other online access device; not shown) via
an ISP 22 or TVP 24 (which would assign the corresponding
STB IP address, statically or dynamically).

In some implementations, in addition to the connection
between STB 36 and TVP 24, a separate connection between
the user’s modem 32 and the user’s STB 36 (e.g., LAN 300 in
FIGS. 2, 3, 5, and 6) can enable the STB 36 also to obtain
online access via the same IP address as the user’s online
access (i.e., via modem 32). In that arrangement (such as an
IPv4 based arrangement), only one IP address is “seen” by
other servers or computers communicating via the Internet
with the user’s computer 34 or STB 36 via modem 32 or other
online access device. In future embodiments, e.g., after future
implementation of IPv6, the online access device 32, com-
puter 34 or other online user interface device, or STB 36 can
each have a uniquely assigned IP address (or analog thereof)
directly accessible to other servers on the Internet. In such a
scenario, the modem 32, the computer 34, and STB 36 typi-
cally would share the first 64 bits ofa 128-bit address, thereby
enabling an electronic association between them. Such future
implementations are intended to fall within the scope of the
present disclosure.

In any implementation in which the STB has an IP address,
in addition to any direct transmissions between STB 36 and
TVP 24, the STB can exchange data with or receive program-
ming or content from another server or system (such as CAS
40) via the Internet without that other system or server nec-
essarily being aware that the IP address indicates a STB.

In exemplary implementations of systems and methods
according to the present disclosure, user online behavioral
profile information is derived at least in part from earlier
online activity performed using a user’s computer 34 at the
user’s online access [P address through modem 32. When a
user engages in online activity, e.g., accessing an online site,
the online site can generate a user profile that can include,
e.g., aprofileidentifier and the user’s online access IP address
that corresponds to the modem 32 at the time the online site is
accessed.

In one example, the profile identifier can be transmitted to
the user’s computer 34, e.g., for storage as a tag or a cookie.
In another example, the profile identifier can be a username,
login name, or other suitable identifier associated with the
user, any of which may or may not be stored on the user’s
computer 34 depending on the specific implementation. Any
one or more among the profile identifier, username, login 1D,
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cookie, online access IP address, and so forth can serve as an
online access identifier, online user interface device identifier,
or a portion thereof.

A portion of the user profile information derived from the
user’s online activity from the online access IP address,
including the profile identifier, online user interface identifier,
or online access identifier, can be delivered electronically to a
central ad server (CAS) 40 (directly from the accessed site,
via another profile provider, or via a redirect of the user’s
computer 34 to the CAS 40, with any of those alternatives
being represented schematically in the drawing by arrow 102)
and can be stored, e.g., in a profile log or database 42. Instead
of or in addition to storage in database 42, the CAS 40 can
place (102) one or more cookies or similar tags on the user’s
computer 34 to store the profile information, to act as a link to
profile information in database 42, or act as an online user
interface device identifier.

Targeted television advertisements can be selected by CAS
40 based at least in part on the delivered profile information.

Central ad server 40 can then cause the set of selected
television advertisements to be directed to the user’s STB 36
by TVP 24 (FIG. 1). The TVP 24 and the entity that controls
CAS 40 (e.g., a profile provider) are unaftiliated, but cooper-
ating, entities. An electronic transmission from CAS 40 to
TVP 24 (represented schematically in the drawing by arrow
104) causes direction of the set of selected television adver-
tisements to the user’s STB 36 in response to a request for an
advertisement from (or for) STB 36 (which ad request is
represented schematically in the drawings by arrow 103).

The nature of the transmission 104 can vary considerably
and can include, e.g., the online access IP address or other
online user interface device identifier associated with profile
information used to select one or more of the selected televi-
sion advertisements, indicia identifying one or more of the
selected television advertisements, indicia of one or more of
the selected advertisements themselves, or indicia of a tele-
vision program or time interval during which the advertise-
ment is to be presented.

However, the transmission from the profile provider to the
TVP 24 does not include indicia of any user’s online behav-
ioral profile information (obtained from either the user’s
computer 34 or from the database 42), to maintain segregation
of that information from the user’s PII (typically known by
TVP 24); that segregation is represented schematically by the
truncated arrow 204 in the drawings.

The set of targeted television advertisements can be
directed by CAS 40 to the user’s STB 36 via ISP 22 if modem
32 and STB 36 share the online access IP address (e.g.,
directed via link 102 and LAN 300 in FIGS. 2, 3, 5, and 6), or
via TVP 24 using an associated STB identifier (e.g., via link
104 in FIGS. 1-6).

The association between the online access IP address (or
other online user interface device identifier) for the earlier
online activity and the STB identifier can be established in
any suitable way, that may or may not include participation of
TVP 24, including but not limited to those disclosed in one or
more of the patent applications listed above, particularly
application Ser. No. 11/736,544,11/968,117, or 12/257,386.
For example, an electronic association between the user’s
online user interface device identifier and STB identifier can
be established by TVP 24 by, e.g.: use of PII or non-PII as
needed, desired, or permitted, by a TVP or TVP/ISP; use of a
common identifier or user pseudonym for auser’s modem and
STB by an ISP/TVP; use of a common online access 1P
address (or portion thereof) used by both modem 32 and STB
36 (IP addresses established according to IPv4, IPv6, or other
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future developed IP protocols); cooperation between ISP 22
and TVP 24 to associate the respective identifiers, with or
without using PII.

In some examples, an online user interface device identifier
in the form of a cookie or tag can be placed on the user’s
online user interface device 34 (e.g., computer 34). In some
examples, cookies, tags, pseudonyms, or other identifiers can
be updated as IP address are dynamically assigned or reas-
signed. In some examples, the electronic associations ofiden-
tifiers can be stored in a log, history, or database (e.g., data-
base 26 maintained by TVP 24, or database 42 maintained by
CAS 40), and can be updated at any suitable regular or irregu-
lar time intervals; for purposes here, the term “database” shall
be deemed to encompass such collections of data associating
the specified identifiers, regardless of the format in which the
information is kept or how it is connected or associated.

In some examples, the electronic association of identifiers
can be performed in real time. In some examples, an elec-
tronic association of identifiers can be established or updated
based on analysis of IP addresses, dates, and times of selected
user actions (online or via the television), with or without
using additional or auxiliary identifiers or confirming data.

In all of those examples, the ad server 40 receives from
TVP 24 the ad request but no information identifying the
television program or channel in which the television adver-
tisement was directed for a specific identified STB, nor the
user’s PII (e.g., from a TVP database 26; represented by the
truncated arrow 206 in the drawings), and TVP 24 receives
from the profile provider no online behavioral profile infor-
mation pertaining to the user (represented by the truncated
arrow 204 in the drawings), thereby ensuring that the user’s
PII and television-viewing history or habits (possibly known
by TVP 24) remains segregated from the user’s online behav-
ioral profile information (known by the profile provider).

Once requested (by STB 36, TVP 24, CAS 40, or another
online entity) or otherwise determined to be desired, the
delivery of the set of targeted television advertisement to the
user’s STB 36 or to intermediary server 400 can be achieved
in a variety of ways. The advertisements can be pre-stored on
CAS 40 and transmitted from CAS 40 to the server 400 or to
the user’s STB, with the assistance of TVP 24 (represented by
arrow 104 in FIGS. 1-6), or without the assistance of TVP 24
(represented by arrow 102 and LAN 300 in FIGS. 2,3, 5, and
6). The advertisements can be pre-stored on CAS 40 by virtue
of'it having been transmitted (i) from an accessed online site,
(i1) from another online site, (iii) from another ad server, ad
network, rep firm, ad exchange, ad agency, or advertiser, or
(iv) from another entity. Alternatively, the targeted television
advertisements can be transmitted directly to the server 400 or
to the user’s STB 36 from a server or ad server operated or
used by (i) a visited online site, (ii) a profile provider other
than the one operating the CAS, (iii) another online site not
visited by the online user interface device, (iv) ad network, (v)
rep firm, (vi) ad exchange, (vii) ad agency, (viii) advertiser, or
(ix) another entity, without the pre-storing step onto CAS 40.
In another case, the server 400 or the user’s STB 36 can be
instructed by CAS 40 to retrieve the advertisements directly
from any of the above entities (i)-(ix), using for example the
URL given to the CAS 40 by respective entity.

In any of the alternatives, the television advertisements
need not be transmitted directly to STB 36 or server 400;
instead they can be transmitted through one or more interme-
diate servers (i.e., CAS 40, a server hosted by an ISP, a TVP,
a cable company, or a telecommunications company, for
example).

The television advertisements can be streamed or other-
wise delivered for real-time viewing, or they can be delivered
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to the user’s STB 36 or an associated digital video recorder
(DVR) for later viewing. In any of those cases, the ad source,
i.e., any of the above entities (i)-(ix), can presume that its
corresponding advertisement was directed to STB 36, but
typically cannot presume that it has been viewed, as described
herein.

The CAS 40, a profile provider, or any of the above entities
(1) to (ix) typically receive no notification as to whether their
respective television advertisements have been presented via
an identified STB. Even if an explicit notification that a spe-
cific advertisement was presented during a specific program
lacks PII identifying a specific subscriber, users or govern-
ment regulators still might be uncomfortable with TVP 24
sending notifications that identify the viewing of a specific
television program or channel using an identified STB, or
TVP 24 still might be concerned that such notifications might
appear to, or actually, violate user privacy policies or regula-
tions.

As compared to a notification-based implementation, a “no
notification” implementation provides many of the same
advantages and benefits, without raising such privacy con-
cerns. Of course, the “no notification” implementation has the
drawback that the television advertisement may not have been
presented after all, which might, for example, skew the accu-
racy of any subsequent online tracking data or waste online
advertising opportunities on the wrong follow-on advertise-
ments.

After the television advertisement is directed to the set-top
box 36, when the user again accesses one or more online sites
or conducts other online activity through modem 32 (arrow
102 in the drawing), the profile identifier can be transmitted to
one or more of those sites or to CAS 40, to a profile provider,
or to any of the above entities (1)-(ix) (e.g., by reading the
cookie or tag stored by computer 34, or by receiving a user-
name, login name, or other suitable online user interface
device identifier or online access identifier). As a result, one
of'those accessed sites, CAS 40, a profile provider, or any of
the above entities (i)-(ix), or a server operated or used by any
of them, or another server controlled by another party can
continue (or begin) to track and record the user’s online
activities via modem 32, i.e., can begin or continue to store,
e.g., on the user’s computer 34 or in a profile database, infor-
mation pertaining to the online activity on the online user
interface device 34 after presumed viewing of the television
advertisement.

The current online access IP address for modem 32 may or
may not be the same as that used to when earlier online profile
information was tracked and recorded, but it can nevertheless
be associated with earlier online profile information in any
suitable or conventional way, including those disclosed in one
or more of the patent applications listed above. One of those
accessed sites, CAS 40, a profile provider, or any of the above
entities (1)-(ix), or a server operated or used by any of them, or
another server controlled by another party, can correlate the
subsequently collected online profile information with the
presumed viewing by the user of one of the selected television
advertisements. That correlation can in turn be used for a
variety of purposes, as described below.

In one example, the correlation can be used to gauge the
effectiveness of the television advertisement, for driving later
online sales or merely driving traffic to an online site. For
example, an observed increase in the likelihood of a user
purchasing online airline tickets from a specific airline, or
merely visiting the airline’s online site, can be correlated with
the user having previously been presumed to have viewed a
television advertisement for that airline. The effectiveness of
differing television advertisements, or combinations or
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sequences of advertisements, can be compared by comparing
subsequent online behavior of viewers presumed to have seen
the respective ads. The correlation can consider online activ-
ity during a predefined or selected time period, such as one
hour, one day, or 14 days after the presumed viewing of the
television advertisement, or another predefined or custom-
specified time period.

The company doing the correlation cannot tell an adver-
tiser for sure that a particular channel/program, or a particular
TV ad within a channel/program, was displayed using an
identified STB, because CAS 40 (or other entities outside the
TVP) is not told that information. Nevertheless, if a visit is
made to an advertiser’s online site (or some other defined site)
shortly after direction to the STB of an advertiser’s specific
ad, then it can be inferred that a household member watched
the TV ad and that the ad had some impact.

In some implementations, it might be desired to track not
only a single computer but also other online devices 34 asso-
ciated with the same user or other members of a household or
on a common LAN. Suppose, for example, activity on a
wife’s computer triggered selection of a particular television
advertisement. Or suppose that presentation of the television
advertisement on the STB was linked only to an online profile
of'the wife’s computer, as opposed to also linked to a profile
derived from online activity through a mobile device such as
a cell phone of the wife. As an alternative or in addition, it
might be desired to track a husband’s computer or a cell
phone device (of either husband and wife), the wife’s com-
puter, and even possibly online user interface devices of other
household members, to track the effect of the television
advertisement on other household members who might have
seen the television advertisement also, or who might have
heard about the advertiser’s product or service from other
household members who viewed the television advertisement
and as a consequence were interested in the advertiser’s prod-
uct (good or service), even though the television advertise-
ment was not selected to be targeted to that person, i.e., was
not based on that person’s profile information.

For illustration, suppose the wife had searched for a new
minivan online, and that search caused presentation of a mini-
van advertisement on a STB in that household, but further
suppose that the wife had been performing the search follow-
ing a discussion with her husband. Further suppose that, after
seeing the minivan television advertisement, the husband
uses his computer to visit a minivan manufacturer’s website
to learn more about the product, schedule a test drive, buy the
van, or otherwise act in a way indicating interest in the adver-
tised product. In such an illustration, tracking other devices
associated with the same household and noticing correlations
within a specific time period after delivery of the television
advertisement would better detect advertisement effective-
ness and facilitate more robust reporting to the television
advertiser.

Instead of, or in addition to, the tracking, recording, and
correlating of subsequent online activity (i.e., receiving and
storing on the user’s device 34 or in database 42 electronic
indicia derived from online activity of the user) that is enabled
by the electronic association of an STB identifier with an
online user interface device identifier (using methods dis-
closed in one or more of the patent applications listed above
and described only briefly herein), that electronic association
can allow an advertiser to transmit one or more selected (i.e.,
targeted) online advertisements to the user’s computer 34 via
modem 32 (arrow 102), as a follow-up to the user’s presumed
viewing of the selected television advertisement.

The selected online advertisement can be targeted based on
any suitable or desirable criteria, including presumed viewing
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of the TV ad or other online user profile information (col-
lected based on activity before or after the TV ad is directed to
the STB 36).

Such presentation of targeted online advertising via an
online user interface device as a follow-up to television adver-
tising can be employed to increase the effectiveness of com-
bined online and television advertising over that of either
advertising medium alone. That effectiveness is not substan-
tially diminished by the segregation of the user’s online
behavioral information (known to the profile provider) from
the user’s PII (known to the TVP).

The targeted online advertisement delivered to the online
user interface device can be selected based on the nature of the
television advertisement viewed (or presumed viewed), and
optionally also on user online profile information, in any
suitable or conventional way. By way of analogy with
examples given above for selecting a targeted TV ad, a few
examples of targeted online ad selection can include: direct-
ing an online car ad based on viewing a television car ad;
directing an online ad for a golf course after viewing a tele-
vision ad for golf equipment; or directing an online airline ad
based on viewing a television ad for a remote travel destina-
tion. Myriad other examples can be imagined or implemented
and fall within the scope of the present disclosure.

Additional targeting criteria can be employed to direct
targeted ads to online user interface devices or to track and
record online behavior from online user interface devices,
based on information concerning a TV ad delivered (or pre-
sumed delivered) to the associated STB. Examples of such
targeting criteria are disclosed in one or more of the applica-
tions cited above and can be similar to criteria for targeting the
TV ad.

Even when the online user interface device (or group of
devices sharing a network address) is determined, in some
instances that device can be used by multiple users. In such
instances, online ads can also be targeted to the online user
interface device, or online activity of the user interface device
tracked, based on information concerning the TV ad directed
to the associated STB, but further taking into consideration
the particular online activity on the online user interface
device at a given time (e.g., type of online content viewed or
online searches performed). For example, an online ad for an
alcoholic beverage might be suitable for presentation on an
online sporting news site, but not at the Disney site. Suitable
online sites of content on which to show a targeted online ad
can therefore be selected at least in part on the nature of the
online site or content, the nature of the online ad, or user
online profile information. Similarly, in any of the implemen-
tations including delivery of online ads, the user’s computer
34 or other online user interface device can be configured to
filter the targeted advertisements delivered thereto, based on
selected user preference or other suitable criterion. Examples
are disclosed in one or more of the applications cited above.

The profile provider (e.g., the proprietor of CAS 40 or an
accessed online site) or another online entity (that uses or
benefits from use of the profile information) can send an
electronic communication to CAS 40, preferably automati-
cally, such as by having the profile provider’s server pre-
programmed to send such electronic communication or by
having the profile provider’s server redirect the online user
interface device along with the electronic communication,
which electronic communication contains information useful
to CAS 40 in (i) tracking of online behavior from the online
user interface device 34 (or storing on the user’s device 34 or
in the database 42 of online profile information pertaining to
that activity) and correlating of that behavior with the viewed
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TV ad, or (ii) causing a selected online ad to be transferred to
the online user interface device 34 at the proper time.

The electronic communication can take a variety of forms,
and can include, but is not limited to, one or more of: (1) an
indicator of information about the user (likely not PII), such
as profile information (e.g., online sites, site sections, or
pages visited; online searches or online activity conducted) or
a code or keyword to access that information in a database,
online access identifiers, online user interface device identi-
fiers, IP addresses, times and dates of online site visits or TV
ads viewed (or presumed viewed), (2) an indicator describing
user activity (previous online or television ads viewed or
presumed viewed) or user interests, or (3) an indicator of
which online ad should be transmitted, such as a URL or ad
title given by the profile provider to retrieve the correct online
ad from a corresponding ad server, or the actual online ad
itself. The electronic communication can be sent following
every contact with an online user interface device or for each
instance of a user’s presumed viewing of a television adver-
tisement, or a list can be created and transmitted at suitable
intervals containing information about a number of viewed
TV ads. In some instances, the electronic communication can
be delivered before the corresponding TV ad is delivered,
with the instructions in the communication to be executed
after presumed viewing of the TV ad.

Whatever the manner of the electronic association between
the user’s STB identifier and online user interface device
identifier, that association can in some instances be main-
tained even if the online user interface device 34 is a mobile
device (e.g., an Internet-enabled cell phone, handset, PDA, or
laptop computer) that is intermittently disconnected from
modem 32 and is connected to the Internet through another
connection (e.g., another LAN, a wireless hotspot, or a cell
phone network). Examples are disclosed in one or more of the
applications cited above, and several are given below.

Once the association is established, profile information
(both behavioral and demographic) collected about a mobile
device such as a cell phone (before or after the association was
established) can be used to target television ads to the asso-
ciated STB, regardless of the IP address used by the mobile
device to access the Internet at the time the profile data were
collected. Similarly, once the association is established, pro-
file information collected about the mobile device (before or
after the association was established) can be correlated with
the presumed viewing of the television advertisement, or a
follow-on advertisement can be directed to the mobile device,
regardless of the IP address used by the mobile device.

For example, consider a common scenario where a laptop
computer, used both at home and in the office, is used at home
using a home IP address and a corresponding cookie or tag is
placed on it by a CAS to act as an online user interface device
identifier. The CAS can collect and store in a database online
profile information that can include the home IP address or
identity of an ISP/TVP that provides the home online access.
The next day, the laptop is taken to work, where it is used for
online access and at some point is redirected to the CAS. The
CAS, reading its own cookie that was placed on the laptop,
requests that the corresponding ISP/TVP direct a targeted TV
adto the user’s STB. The TV ad can be targeted based on the
user’s current online behavior (e.g., while at work) or based
on the user’s previous online behavior (e.g., while at home).
The ISP/TVP directs the ad without passing back to the CAS
any PII of the user. In the evening, when the laptop user
returns home and turns on the TV, the user will see the tar-
geted TV ad, even if the user left the laptop at work that day.
After the TV ad is shown, the user’s subsequent online activ-
ity (whether at work or at home) can be tracked and corre-
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sponding profile information stored in a database or corre-
lated with the viewed TV ad for evaluation purposes, or online
ads related to the TV ad can be presented on the laptop (at
work or at home).

In any of the implementations including delivery of tar-
geted online ads or targeted television ads, the ads can be
provided by a wide variety of sources or entities, and revenues
can be generated and distributed in a wide variety of ways.
Examples are disclosed in one or more of the applications
cited above. In various examples, a profile provider can be
compensated for enabling targeting of a television advertise-
ment (based on online profile information) as well as target-
ing an online advertisement (based on actual or presumed
viewing of the television ad). In another implementation, a
profile provider could be compensated for providing infor-
mation that is used in measuring the effectiveness of televi-
sion advertisements.

For example, if following the presumed viewing of a Nis-
san Murano (an SUV) TV ad on a STB, an associated online
user interface device is used to research the Nissan Murano on
cars.com (a car review site), if cars.com redirects all visitor
computers that read reviews of the Nissan Murano on car-
s.com to the CAS, then as a consequence of the redirect, the
CAS can recognize the visit from the online interface device
associated with the STB where the Nissan Murano television
advertisement was presumed viewed. Such information can
be very valuable for the advertiser. The advertiser or an adver-
tiser representative (such as an ad agency), or an entity pro-
viding the advertiser with the service of measuring the effec-
tiveness of the advertiser’s TV ads as reflected by follow-up
online behavior, could compensate cars.com for redirecting
to the CAS those computers that visit cars.com’s Nissan
Murano review section.

The TV ads directed to STBs at the request of a profile
provider can come from a variety of sources. Likewise, online
ads directed to online user interface devices can come from a
variety of sources. In one example, a given profile provider
can request that the CAS direct an advertisement to the user’s
STB or online user interface device from (or on behalf of) the
profile provider itself (if, for example, the profile provider is
an online advertiser site interested in delivering TV ads to
people that visited its online site) or from another entity that
sells ad space to advertisers, some of whom may desire to
present ads to the profile provider site’s presumed audience.
In that example, the proprietor of the CAS, as the facilitator of
the targeted ad delivery, can receive a payment from the
profile provider. The CAS proprietor can keep a share of
revenue as a commission and pay the TVP for the ad space
(except in the case where the CAS proprietor owns the ad
space). The TVP can either retain the entire amount paid by
the CAS proprietor, if the TVP owns the TV ad space within
which the TV ad was delivered, or the TVP can pay some or
all of the amount paid by the CAS proprietor to another entity
such as a TV broadcasting network, if the TVP does not own
the ad space.

In another example, the CAS can pay the TVP for elec-
tronically associating the online user interface device and
STB, pay a television ad space seller for the TV ad space, and
pay an online site (or profile aggregator) for the use of its
profile data in targeting the TV ad (unless the online site sold
the TV ad or requested its delivery).

In still another example, the CAS can record which entity
is entitled to what payments, and payments are made directly
from the television ad space seller or television advertiser to
the various entitled entities, based on the CAS’s records.

In an example wherein the STB is provided by a third party
other than the TVP (such as a service provider like Tivo), the
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STB provider can arrange with content owners (suchas a TV
broadcasting network) to have the service provider’s STBs
replace broadcasted TV ads with targeted TV ads, where a
targeted TV ad is available, and the service provider and the
TV broadcasting network can share the revenue with the CAS
proprietor as discussed above. In some cases, the CAS can be
owned by a TVP, an ISP, an STB provider, an online site, an
advertiser, an advertising agency, an advertiser representa-
tive, an online ad space seller, a TV ad space owner, or a TV
content provider, in which case the payments will be divided
in accordance to the respective roles. In general, a payment
fromaTV advertiser is used to pay the TV ad space owner and
the entities facilitating the delivery of the targeted TV ad.

In another example, the online site or other profile provider
can request that a television ad be directed to the user’s STB
from another advertiser of its own choosing to whom the
online site has sold an amount of television advertising space,
or that an online ad be directed to the user’s online user
interface device from another advertiser of its own choosing
to whom the profile provider has sold an amount of online
advertising space. In that example the profile provider or
online site can collect a revenue amount from the site-chosen
advertiser while paying the CAS, ISP, TVP, ISP/TVP, or ad
space owner(s) in return for assisting to facilitate delivery of
the ad(s) provided by the site-chosen advertiser.

In another example, the profile provider provides a profile
to the CAS inreturn for a payment triggered (1) every time the
provided profile (whether including behavioral or demo-
graphic data) is used to deliver a TV ad, (2) when a TV ad that
has been delivered using the provided profile generates rev-
enues, (3) every time the provided profile (whether including
behavioral or demographic data) is used to deliver an online
ad, (4) when an online ad that has been delivered using the
provided profile generates revenues, or (5) simply on account
of delivery of the profile without regard to whether, how
often, or how effectively it is used.

The TV or online advertisement itself can be sold by the
CAS, ISP, TVP, ISP/TVP, STB provider, TV ad space owner,
or any third party such as a re-seller or a firm that represents
ad space owners or profile providers and sells to advertisers.
In that example the profile provider can collect a revenue
amount from any of the entities benefiting from the delivery
of'the TV or online ad based on the profile provided by the
profile provider, including the ad space owner, STB provider,
CAS, ISP, TVP, ISP/TVP, or a third party selling the targeted
ad space. The profile provider, re-seller, or the other advertis-
ers can also pay a revenue amount to the CAS; ISP, TVP, or
ISP/TVP in return for directing the ad to the STB.

The systems and methods disclosed herein can be used to
generate revenue in a variety of ways for various of the
involved entities, not limited to the examples given here, that
fall within the scope of the present disclosure or appended
claims. The terms “pay,” “collect,” “receive,” and so forth,
when referring to revenue amounts, can denote actual
exchanges of funds or can denote credits or debits to elec-
tronic accounts, possibly including automatic payment
implemented with computer tracking and storing of informa-
tion in one or more computer-accessible database. The terms
can apply whether the payments are characterized as com-
missions, royalties, referral fees, holdbacks, overrides, pur-
chase-resales, or any other compensation arrangements giv-
ing net results of split advertising revenues as stated above.

Payment can occur manually or automatically, either
immediately, such as through micro-payment transfers, peri-
odically, such as daily, weekly, or monthly, or upon accumu-
lation of payments from multiple events totaling above a
threshold amount. The systems and methods disclosed herein
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can be implemented with any suitable accounting modules or
subsystems for tracking such payments or receipts of funds.

The methods disclosed here are typically performed using
software of any suitable type running on one or more com-
puters, one or more of which are connected to the Internet.
The software can be self-contained on a single computer,
duplicated on multiple computers, or distributed with difter-
ing portions or modules on different computers. The software
can be executed by one or more servers, or the software (or a
portion thereof) can be executed by an online access device
used by the electronic visitor (e.g., a desktop or portable
computer; a wireless handset, “smart phone,” or other wire-
less device; a personal digital assistant (PDA) or other hand-
held device; a television or STB). Software running on the
visitor’s online access device can include, e.g., Java™ client
software or so-called adware. A method for providing col-
lected profiles can include downloading such software to an
electronic visitor’s online access device to perform there one
or more of the methods disclosed herein.

The profile information described can be included as a
portion of the tags or cookies placed on a visitor’s device, or
the tags or cookies can merely include an identifier associated
with the visitor’s profile that is stored elsewhere (e.g., in a
database on a profile owner server, profile supplier server, or
media property server). The profile information need not be
stored in a single location or under the control of a single
entity, nor does control or use of the profile information need
to be performed at a single location or under control of a
single entity.

The systems and methods disclosed herein can be imple-
mented as general or special purpose computers or servers or
other programmable hardware devices programmed through
software, or as hardware or equipment “programmed”
through hard wiring, or a combination of the two. A “com-
puter” (e.g., a “server” or an online access device) can com-
prise a single machine or processor or can comprise multiple
interacting machines or processors (located at a single loca-
tion or at multiple locations remote from one another).

A computer-readable medium can be encoded with a com-
puter program, so that execution of that program by one or
more computers causes the one or more computers to perform
one or more of the methods disclosed herein. Suitable media
can include temporary or permanent storage or replaceable
media, such as network-based or Internet-based or otherwise
distributed storage of software modules that operate together,
RAM, ROM, CD ROM, CD-R, CD-R/W, DVD ROM,
DVD+R, DVD=+R/W, hard drives, thumb drives, flash
memory, optical media, magnetic media, semiconductor
media, or any future storage alternatives. Such media can also
be used for databases recording the information described
above.

It is intended that equivalents of the disclosed exemplary
embodiments and methods shall fall within the scope of this
disclosure or appended claims. It is intended that the dis-
closed exemplary embodiments and methods, and equiva-
lents thereof, may be modified while remaining within the
scope of this disclosure or appended claims.

In the foregoing Detailed Description, various features
may be grouped together in several exemplary embodiments
for the purpose of streamlining the disclosure. This method of
disclosure is not to be interpreted as reflecting an intention
that any claimed embodiment requires more features than are
expressly recited in the corresponding claim. Rather, as the
appended claims reflect, inventive subject matter may lie in
less than all features of a single disclosed exemplary embodi-
ment. Thus, the appended claims are hereby incorporated into
the Detailed Description, with each claim standing on its own
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as a separate disclosed embodiment. However, the present
disclosure shall also be construed as implicitly disclosing any
embodiment having any suitable combination of disclosed or
claimed features (i.e., combinations of features that are not
incompatible or mutually exclusive) that appear in the present
disclosure or the appended claims, including those combina-
tions of features that may not be explicitly disclosed herein. It
should be further noted that the scope of the appended claims
do not necessarily encompass the whole of the subject matter
disclosed herein.

For purposes of the present disclosure and appended
claims, the conjunction “or” is to be construed inclusively
(e.g., “adog or a cat” would be interpreted as “a dog, or a cat,
or both”; e.g., “a dog, a cat, or a mouse” would be interpreted
as “a dog, or a cat, or a mouse, or any two, or all three”),
unless: (i) it is explicitly stated otherwise, e.g., by use of
“either . . . or,” “only one of,” or similar language; or (ii) two
or more of the listed alternatives are mutually exclusive
within the particular context, in which case “or” would
encompass only those combinations involving non-mutually-
exclusive alternatives. For purposes of the present disclosure
or appended claims, the words “comprising,” “including,”
“having,” and variants thereof, wherever they appear, shall be
construed as open ended terminology, with the same meaning
as if the phrase “at least” were appended after each instance
thereof.

In the appended claims, if the provisions of 35 USC §112
9| 6 are desired to be invoked in an apparatus claim, then the
word “means” will appear in that apparatus claim. If those
provisions are desired to be invoked in a method claim, the
words “a step for” will appear in that method claim. Con-
versely, if the words “means” or “a step for” do not appear in
a claim, then the provisions of 35 USC §112 4 6 are not
intended to be invoked for that claim.

The Abstract is provided as required as an aid to those
searching for specific subject matter within the patent litera-
ture. However, the Abstract is not intended to imply that any
elements, features, or limitations recited therein are necessar-
ily encompassed by any particular claim. The scope of subject
matter encompassed by each claim shall be determined by the
recitation of only that claim.

What is claimed is:

1. A method implemented (i) in connection with television
programs or television channels received at a first set-top box
from a television service provider and (ii) using a pro-
grammed hardware computer system controlled by an entity
independent of the television service provider, the method
comprising:

(a) with the computer system, in response to receipt of first
electronic data indicating selected advertisements are
desired for the first set-top box, automatically
selecting a first set containing a plurality of television

advertisements;

(1) wherein the computer system selects the first set of
television advertisements using second electronic
data identifying certain television programs or televi-
sion channels for which prearrangements exist for the
computer system to present selected advertisements
and that are available for viewing in a time slot during
which the first electronic data was received; and

(i1) wherein each selected television advertisement cor-
responds to one of the identified television programs
or television channels; and

(b) with the computer system, automatically making avail-
able to a device the first set of television advertisements;
(1) wherein the device has access to third electronic data,

originating from the television service provider or
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from the first set-top box, indicating which of the
television programs or television channels is cur-
rently being presented via the first set-top box, so that
at least one of the selected television advertisements
can be presented via the first set-top box while the
corresponding television program or television chan-
nel is being presented via the first set-top box; and

(i1) wherein the computer system lacks access to the
third electronic data that indicates which of the tele-
vision programs or television channels is presented
via the first set-top box.

2. The method of claim 1 wherein the device of part (b) is
the first set-top box.

3. The method of claim 1 wherein the device of part (b) is
a server controlled by the television service provider.

4. The method of claim 1 wherein the device of part (b) is
a server that receives the third electronic data from the tele-
vision service provider, and in response causes the at least one
of the selected television advertisements of part (a) to be
presented via the first set-top box.

5. The method of claim 1 further comprising, using the
computer system, automatically causing, based on electronic
indicia identifying the television advertisements selected in
part (a), an action to be taken with respect to online activity
through one or more online user interface devices that are
associated electronically with the first set-top box.

6. The method of claim 5 wherein the action includes
directing an online advertisement to one of the online user
interface devices.

7. The method of claim 5 wherein the action includes
causing recording that a select online activity occurred sub-
sequent to the selection in part (a), which online activity was
tracked from one of the online user interface devices.

8. The method of claim 1 further comprising receiving the
first electronic data from the device of part (b).

9. The method of claim 1 further comprising receiving, at
the computer system, aggregate data pertaining to how many
times a particular television advertisement was presented via
any of a multitude of set-top boxes, wherein the first set-top
box is one of the multitude and wherein the particular televi-
sion advertisement is one of the set of television advertise-
ments selected in part (a) and also selected in sets of adver-
tisements that are selected in response to receipt of electronic
indicia of selected advertisements being desired for set-top
boxes of the multitude other than the first set-top box.

10. The method of claim 9 wherein the aggregate data
further includes the number of times the particular advertise-
ment was presented in connection with an identified televi-
sion program or television channel as well as time and date
information related to presentation of the particular advertise-
ment in connection with the identified television program or
television channel.

11. The method of claim 1 wherein the television adver-
tisements of the first set are selected at least in part based on
profile information gathered offline that is associated with a
user of the first set-top box or associated with a user of one or
more online user interface devices that are associated elec-
tronically with the first set-top box.

12. The method of claim 1 wherein the television adver-
tisements of the first set are selected at least in part based on
profile information associated with the first set-top box or
associated with one or more online user interface devices that
are associated electronically with the first set-top box.

13. The method of claim 12 wherein the selection of tele-
vision advertisements of the first set includes, for each of the
identified television programs or television channels, identi-
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fying which user of one of the online user interface devices is
most likely to watch that television program or television
channel.

14. The method of claim 13 wherein the selection of tele-
vision advertisements of the first set further includes, for each
identified user, selecting the corresponding television adver-
tisement based at least in part on profile information associ-
ated with that user’s online user interface device.

15. The method of claim 13 wherein, for one or more of the
identified television programs or channels, the user identifi-
cation is based at least in part on profile information associ-
ated with the identified user’s online user interface device,
which profile information indicates that the television chan-
nel or television program was previously viewed via the
online user interface device.

16. The method of claim 13 wherein, for at least one of the
identified television programs or television channels, the user
identification is based at least in part on a correlation between
demographic profile information associated with the identi-
fied user’s online user interface device and a demographic
profile of an audience of the at least one of the identified
television programs or television channels.

17. The method of claim 13 wherein, for one or more of the
identified television programs or television channels, the user
identification is based at least in part on a correlation between
profile information associated with the identified user’s
online user interface device and content of the television
channel or television program.

18. A machine comprising a hardware computer system,
controlled by an entity independent of a television service
provider, that is structured and programmed to perform a
method implemented (i) in connection with television pro-
grams or television channels received at a first set-top box
from the television service provider and (ii) in response to
receipt of first electronic data indicating selected advertise-
ments are desired for the first set-top box, wherein the method
comprises:

(@

automatically selecting a first set containing a plurality
of television advertisements

(1) wherein the computer system selects the first set of
television advertisements using second electronic
data identifying certain television programs or televi-
sion channels for which prearrangements exist for the
computer system to present selected advertisements
and that are available for viewing in a time slot during
which the first electronic data was received;

(i1) wherein each selected television advertisement cor-
responds to one of the identified television programs
or television channels; and

(b) automatically making available to a device the first set

of television advertisements;

(1) wherein the device has access to third electronic data,
originating from the television service provider or
from the first set-top box, indicating which of the
television programs or television channels is cur-
rently being presented via the first set-top box, so that
at least one of the selected television advertisements
can be presented via the first set-top box while the
corresponding television program or television chan-
nel is being presented via the first set-top box; and

(i1) wherein the computer system lacks access to the
third electronic data that indicates which of the tele-
vision programs or television channels is presented
via the first set-top box.

19. The machine of claim 18 wherein the method further
comprises automatically causing, based on electronic indicia
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identifying the television advertisements selected in part (a),
an action to be taken with respect to online activity through
one or more online user interface devices that are associated
electronically with the first set-top box.

20. The machine of claim 18 wherein the method further
comprises receiving the first electronic data from the device
of part (b).

21. The machine of claim 18 wherein the method further
comprises receiving, at the computer system, aggregate data
pertaining to how many times a particular television adver-
tisement was presented via any of a multitude of set-top
boxes, wherein the first set-top box is one of the multitude and
wherein the particular television advertisement is one of the
set of television advertisements selected in part (a) and also
selected in sets of advertisements that are selected in response
to receipt of electronic indicia of selected advertisements
being desired for set-top boxes of the multitude other than the
first set-top box.

22. The machine of claim 18 wherein the computer system
is further programmed to select the television advertisements
of the first set at least in part based on profile information
gathered offline that is associated with a user of the first
set-top box or associated with a user of one or more online
user interface devices that are associated electronically with
the first set-top box.

23. The machine of claim 18 wherein the computer system
is further programmed to select the television advertisements
of the first set at least in part based on profile information
associated with the first set-top box or associated with one or
more online user interface devices that are associated elec-
tronically with the first set-top box.

24. An article comprising a tangible data storage medium
that is not a transitory propagating signal encoding computer-
readable instructions that, when applied to a programmed
hardware computer system that is controlled by an entity
independent of a television service provider, instruct the com-
puter system to perform a method implemented (i) in connec-
tion with television programs or television channels received
at a first set-top box from the television service provider and
(ii) in response to receipt of first electronic data indicating
selected advertisements are desired for the first set-top box,
wherein the method comprises:

@

automatically selecting a first set containing a plurality
of television advertisements;

(1) wherein the computer system selects the first set of
television advertisements using second electronic
data identifying certain television programs or televi-
sion channels for which prearrangements exist for the
computer system to present selected advertisements
and that are available for viewing in a time slot during
which the first electronic data was received; and

(i1) wherein each selected television advertisement cor-
responds to one of the identified television programs
or television channels; and

(b) automatically making available to a device the first set

of television advertisements;

(1) wherein the device has access to third electronic data,
originating from the television service provider or
from the first set-top box, indicating which of the
television programs or television channels is cur-
rently being presented via the first set-top box, so that
at least one of the selected television advertisements
can be presented via the first set-top box while the
corresponding television program or television chan-
nel is being presented via the first set-top box; and
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(i1) wherein the computer system lacks access to the
third electronic data that indicates which of the tele-
vision programs or television channels is presented
via the first set-top box.

25. The article of claim 24 wherein the method further
comprises automatically causing, based on electronic indicia
identifying the television advertisements selected in part (a),
an action to be taken with respect to online activity through
one or more online user interface devices that are associated
electronically with the first set-top box.

26. The article of claim 24 wherein the method further
comprises receiving the first electronic data from the device
of part (b).

27. The article of claim 24 wherein the method further
comprises receiving, at the computer system, aggregate data
pertaining to how many times a particular television adver-
tisement was presented via any of a multitude of set-top
boxes, wherein the first set-top box is one of the multitude and
wherein the particular television advertisement is one of the
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set of television advertisements selected in part (a) and also
selected in sets of advertisements that are selected in response
to receipt of electronic indicia of selected advertisements
being desired for set-top boxes of the multitude other than the
first set-top box.

28. The article of claim 24 further comprising indicia of
instructions for the computer system to select the television
advertisements of the first set at least in part based on profile
information gathered offline that is associated with a user of
the first set-top box or associated with a user of one or more
online user interface devices that are associated electronically
with the first set-top box.

29. The article of claim 24 further comprising indicia of
instructions for the computer system to select the television
advertisements of the first set at least in part based on profile
information associated with the first set-top box or associated
with one or more online user interface devices that are asso-
ciated electronically with the first set-top box.
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